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ABSTRAK  

UMKM merupakan salah satu pilar penting dalam perekonomian Indonesia, 

khususnya pada sektor makanan dan minuman. Mie Rate sebagai UMKM kuliner 

mie pedas di Kecamatan Balongpanggang Kabupaten Gresik menghadapi 

persaingan yang cukup ketat dari usaha sejenis. Penelitian ini bertujuan untuk 

menganalisis pengaruh Brand Awareness, Brand Experience, dan Brand 

Engagement terhadap Brand Loyalty pada konsumen Mie Rate. Penelitian ini 

menggunakan pendekatan kuantitatif dengan sampel sebanyak 100 responden yang 

dipilih menggunakan teknik purposive sampling. Teknik analisis data yang 

digunakan adalah regresi linier berganda dengan bantuan SPSS serta melalui uji 

validitas, reliabilitas, dan uji asumsi klasik. Hasil penelitian menunjukkan bahwa 

secara simultan Brand Awareness, Brand Experience, dan Brand Engagement 

berpengaruh signifikan terhadap Brand Loyalty. Secara parsial, Brand Awareness 

dan Brand Engagement berpengaruh positif dan signifikan terhadap Brand Loyalty, 

sedangkan Brand Experience tidak berpengaruh signifikan terhadap Brand Loyalty. 

Kata kunci: Brand Awareness; Brand Experience; Brand Engagement; Brand 

Loyalty; UMKM. 
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ABSTRACT 

Micro, Small, and Medium Enterprises (MSMEs) play an important role in 

Indonesia’s economy, particularly in the food and beverage sector. Mie Rate, a spicy 

noodle MSME located in Balongpanggang District, Gresik Regency, faces intense 

competition from similar businesses. This study aims to analyze the influence of 

Brand Awareness, Brand Experience, and Brand Engagement on Brand Loyalty 

among Mie Rate consumers. This research uses a quantitative approach with a 

sample of 100 respondents selected through purposive sampling. The data analysis 

technique used is multiple linear regression with the help of SPSS, supported by 

validity, reliability, and classical assumption tests. The results show that Brand 

Awareness, Brand Experience, and Brand Engagement simultaneously have a 

significant effect on Brand Loyalty. Partially, Brand Awareness and Brand 

Engagement have a positive and significant effect on Brand Loyalty, while Brand 

Experience has no significant effect on Brand Loyalty.  

Keywords: Brand Awareness, Brand Experience, Brand Engagement, Brand 

Loyalty, MSMEs.


